Introduction. This research article provides a general map of the most important areas of knowledge and competencies for professionals and university faculty and managers from the advertising industry in Spain, taking into account the emergence of the Internet and new technologies as well as the apparent disconnection between the professional and academic worlds in this sector. Methods. The study is based on data collected by means of a survey questionnaire applied to a sample of 138 participants and interviews with 19 professionals and university professors and administrators from the advertising sector. Results and discussion. The specific competencies of the profession, such as those related to strategy, client relations and communication skills, are still perceived to be important, while those competencies related to the history and theory of advertising are perceived as not very important. Competencies related to autonomous learning, the ability to adapt to changes and expertise in the environment are perceived to be relevant. New competencies related to the knowledge to use specific software applications and new technologies also emerge as important.
A study of Basque advertising professionals, carried out by Monge Benito and Echebarria Gangoiti (2016) , found out that for both students and employers the knowledge acquired during the degree is little functional and it is necessary to increase practical training. In addition, authors such as Corredor and Farfán Montero (2010) indicate that advertising agencies consider that graduates in advertising do not have the adequate training to respond to the demands of the sector within the scope of digital competencies.
In fact, the analysis of the curricula of advertising degrees shows the lack of inclusion of digital content in core modules, compulsory and elective subjects (Castelló Martínez, 2012; Fondevila Gascón, Santana López & Rom Rodríguez, 2016; Sotelo González, 2016) . This would mean that newly graduates in advertising enter the labour market without knowing the media environment in full and in depth. The recent expansion of training courses, postgraduate diplomas and master's programmes specialised in digital and interactive marketing is also a symptom of the lack of training in this field in undergraduate studies (Castelló Martínez, 2012; Correyero Ruiz & Baladrón Pazos, 2010) .
Although there are some areas that maintain their relevance over time, such as strategic planning and creativity, it is necessary to adapt the contents of BA programmes to the new professional needs related to digital marketing (Monge Benito & Echebarria Gangoiti, 2016) .
These new professional requirements are not simply related to knowledge but, as intended in the European Higher Education Area (EHEA). Instead, the objective is to overcome content-based education and move towards a competence-based education, closely related to the professional profiles (Bolívar, 2008; Monge Benito & Echebarria Gangoiti, 2016; Ortiz Sobrino, 2009) . Digital technology has mutated the bases of both knowledge and the know-how (Scolari, 2008) , which means that it is not only necessary to know the new digital system, but also to know how to work in it. For this purpose, it is necessary to incorporate new technologies and the new tools of the web 2.0, such as transversal content within the new education plans. There are already some professors who have begun to integrate ICT in their subjects and in teaching innovation projects (Correyero Ruiz & Baladrón Pazos, 2010) .
As it has been observed, this new media, technological and social landscape and its consequences in the professional dynamics in the advertising industry are a concern shared by professionals and universities alike. This circumstance leads to a constant review of the trends in the professional sector to produce the curricula of bachelor's degree programmes in advertising and public relations in accordance with the professional demands (Castelló Martínez, 2012; Correyero Ruiz & Baladrón Pazos, 2010) . It is important to bring together the interests of companies to the University field and, in the opposite direction, to bring the research carried out in the university to companies (Vivar Zurita, García García, Abuín Vences & Núñez Gómez, 2011) .
In 2005, the National Agency for Quality Assessment and Accreditation (ANECA) of Spain published a White Paper that served as a guide to Spanish universities to develop the contents of BA programmes in communication and identify the key competencies needed in each profession, including advertising. However, twelve years after its publication and after the emergence of the aforementioned panorama, it is evident that it is necessary to explore how the sector has evolved since the publication of the proposal of ANECA.
Purpose and contribution of the research
The research presented here aims to offer a description of the competencies needed in today's advertising industry in Spain, taking into account the fact that the landscape has changed since the publication of the ANECA White Paper and after the rise of ICTs. To this end, two key groups are studied: advertising professionals and the academic sector, which are two key groups to lay the groundwork for the future of the profession, taking as reference the classification of competencies offered by ANECA (2005) : Disciplinary areas of knowledge (know), professional competencies (know-how), academic competencies and specific competencies. This information contributes to a redefinition of the teaching plans of Spanish universities so that they can conform to the new needs of the advertising market.
Research with similar purposes has been previously carried out, but has focused on specific territories, such as the Basque Country (Monge Benito & Echebarria Gangoiti, 2016) , or specific professional profiles, such as the corporate communication professional (Perlado Lamo de Espinosa et al., 2016) and the creative director (Toledano Cuervas Mons et al., 2016) . This study has a broader purpose that complements previous results in this area.
Research objectives
The research objectives are as follows:
-Objective 1: Explore the most in-demand disciplinary areas of knowledge (know), professional competencies (know-how), academic competencies and specific competencies in today's Spanish advertising industry.
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-Objective 2: Explore the most in-demand disciplinary areas of knowledge (know), professional competencies (know-how), academic competencies and specific competencies among professionals from the advertising sector in Spain and establish the relationship between the identified changes and technological and educational environments. -Objective 3: Explore the most in-demand disciplinary areas of knowledge (know), professional competencies (know-how), academic competencies and specific competencies among academics from the advertising sector in Spain and establish the relationship between the identified changes and the technological and educational environments. -Objective 4: Identify differences and similarities between advertising professionals and academics, taking into account their preferred competencies and their perceptions about the technological and educational environments.
Methods
Given the previous research objectives, it is necessary to apply a quantitative research method to obtain descriptive data (identify the most wanted competencies), and a qualitative technique to obtain explanatory data (relationship between most in-demand competencies and the technological context). These techniques are detailed below.
Survey: design and sample
The survey technique allows us to identify the most in-demand competencies in the advertising sector, both in general and for each of the groups under study in this article.
The two key groups for this study are: individuals who exercise the advertising profession (hereafter "professionals") and individuals engaged in teaching and education management/administration in the advertising field in Spanish universities (hereafter "academics").
Inspired by the survey carried out by ANECA (2005) , the technique presented here is made up of four dimensions that match four areas of competence: disciplinary areas of knowledge (know), professional competencies (know-how), academic competencies and specific competencies. Furthermore, it contains items related to the occupation and tasks performed by respondents.
The areas of knowledge and competencies have been extracted from the White Book published by ANECA, although they have been modified and grouped in order to simplify and update the questionnaire. Moreover, we added new competencies related to changes provoked by an environment marked by the ICT and which had already been identified in previous research (see Sánchez-Sánchez, Fernández-Cavia & Roca-Cuberes, 2016 ). These are:
-Knowledge of and capacity to apply sector-specific software and new digital technologies.
-Knowledge of the evolution and social impact of contemporary ICTs -Capacity to program and optimise web pages (SEO and SEM).
-Capacity to learn autonomously and adapt to changes.
-Capacity to understand and interpret critically a complex communicative environment.
-Ability to search and manage information in a digital environment.
Respondents were asked to assess the degree of importance of each of the competencies presented in the questionnaire with a Likert scale where: 1 is Not Important; 2 is Slightly Important; 3 is Moderately Important; 4 is Important; and 5 is Very Important.
This survey was carried out through an online questionnaire. Professionals were contacted through 72 advertising agencies operating in Spain, and 23 schools and associations of the sector, both regional http://www.revistalatinacs.org/073paper/1254/13en.html Página 234
and national. University teachers and managers were contacted through 34 Spanish universities offering BA degrees in advertising or equivalent.
The survey was conducted during April and May of 2017. Finally, the sample is comprised of 138 valid respondents, of which 115 are professionals (83.3%) and 23 are academics (18.12%). The data were analysed using Microsoft Excel.
Interview: design and sample
The interview is a technique that allows us to contextualise or explain some of the results found in the survey, since it allows us to understand how the situation is defined (Ruiz Olabuénaga, 2012) by both professionals and academics.
The interviews followed a purpose-created structured model, i.e. a fixed and directed script to obtain specific answers. Interviewees responded in the same way and in the same order to a battery of questions about the following topics:
-Occupation and professional projects.
-Competencies necessary to exercise the profession.
-Competencies needed for the occupation.
-Perception of the situation of traditional and new professional profiles as a result of the ICT boom. -Perception of the situation of BA studies in advertising and public relations as a result of the ICT boom. -Usefulness of the competencies learned during the BA degree programme and detected changes. -New professional competencies.
-Studies, employment status (place, position, experience)
Interviews were conducted through online questionnaires during May, June and July of 2016 with a total of 19 professionals. Convenience sampling was used to choose professional profiles from the four thematic areas proposed by ANECA (2005, p. 271):
-Communication director, researcher and strategic consultant in advertising and public relations.
A total of 3 participants. -Media researchers, planners and buyers. A total of 3 participants.
-Creative directors and designers. A total of 3 participants. -Corporate communication managers. A total of 3 participants.
The sample also included new professional profiles identified in previous research (see Sánchez-Sánchez, Fernández-Cavia & Roca-Cuberes, 2016) , such as community managers (a total of 2 participants) and interactive designers (a total of 2 participants).
Finally, the sample also included academics, with a total of 3 participants.
The final sample consisted of a total of 11 women and 8 men with work experience ranging from 5 to 29 years. The interviews have been analysed with NVivo qualitative analysis software.
Results

General trends
The analysis of the survey applied to advertising professionals and academics indicates that in general terms all groups of competencies are positively valued by respondents.
As we can see in Figure 1 , the importance of all disciplinary knowledge areas, except for "knowledge of the history, evolution and social relevance of photography, cinema, radio, television and internet", has been ranked as medium and high (average score of 3 to 5 in the Likert scale). Source: Authors' own creation.
The top-rated knowledge areas (average score above 4) are those related to the correct use of the language, the operation of media companies and their strategies, and sector-specific software and ICTs. This latter disciplinary knowledge seems to indicate that technological knowledge begins to take centre stage in the advertising sector, which is a logical result taking into account the aforementioned digital context. http://www.revistalatinacs.org/073paper/1254/13en.html Página 236
The lowest ranked knowledge areas (average score under 3) is related to the knowledge of the media, which is unexpected given that advertising is included in the field of communication, where the understanding of the media could be a core competence.
In terms of professional competencies (know-how), as shown in Figure 2 , their ranking is a little more polarised. On the one hand, most competencies have been valued with a degree of importance between medium and high (average score of 3 to 5 in the Likert scale), but on the other hand, there are up to 5 competencies that obtained a score below the average value (1 to 3 score), i.e., they are considered to be little important. Source: Authors' own creation. The best-rated professional competencies (score above 4) are related to the ability to learn autonomously and to adapt to changes, and to specific knowledge of the profession (design and implementation of plans, projects and communication strategies, client relationships, writing skills, knowledge of communication techniques and platforms, and information processing).
It is pertinent to point out the fact that respondents consider that the most important professional competence is the ability to "learn autonomously and adapt to changes". This result could demonstrate that the advertising sector is immersed in a process of change in which professionals assume that they should learn independently to be able to respond quickly to changes of the market and the profession. On the other hand, this result could indirectly highlight the difficulty of the higher education system in Spain to update their BA degree programmes in communication and, more specifically, in advertising, to the pace to which society is changing.
All the lowest valued competencies (average score under 3) make reference to technical aspects of the field of communication, such as the treatment of special effects, sound, and light, knowledge of the functioning of the media and audiovisual productions. All of these professional competencies refer to tasks that tend to be performed by technicians in the sector, since they require very specific knowledge of a particular area. Thus, respondents seem to prioritise the most strategic or generic competencies of the sector.
With regards to academic competencies, all of them have been valued positively, with average scores between 3 and 4 on the Likert scale (i.e., they are considered Moderately Important and Important for respondents). This result seems to indicate that this type of competence has a high degree of acceptance among respondents. Source: Authors' own creation. As shown in Figure 3 , the highest valued academic competencies (average score above 4) are related to information search and management in a digital environment, communication skills, adaptability, leadership competencies, critical thinking and the ability of understanding and associating ideas. The fact that the best valued academic competition is the "Ability to search and manage information in a digital environment" confirms the fact that the advertising professionals are currently working in a purely digital context, and to develop their profession they need to know and master the environment.
Finally, specific competencies have not only been valued positively in full but also, by group of competencies, are those that have obtained a more homogeneous score (average score greater than 4 in all cases). This means that respondents consider them between moderately and very important for the exercise of their profession. Source: Authors' own creation.
As Figure 4 shows, this group of competencies considers aspects related with (in order of priority): team work (best valued competence, with an average score of 4.66 points), capacity for critical analysis, synthesis and judgement, ability to adapt, efficient time management, decision taking, insight, inventiveness and creativity to find effective solutions to new problems, capacity for self-criticism, ethics and professional responsibility, ability to diagnose, communication skills, interdisciplinary knowledge and "equality awareness of individuals, peoples, cultures and respect for international human rights.". Thus, the two less valued competencies are related to tangential and theoretical aspects to the exercise of the profession in communication.
Although these results show the general trend in terms of competencies, the particularities of each group of respondents are not observed. The preferences of each group in each of these four groups of competencies are reviewed next. The results are expanded and contextualised with the information collected through the interviews. As we can see in Table 1 , the highest ranked disciplinary area of knowledge among professionals is "Capacity to apply properly native languages and the English language to the sector", followed by "Capacity to evaluate the corporate state of an organisation and design communication strategies".
Disciplinary areas of knowledge (know)
On the other hand, the highest ranked disciplinary knowledge among academics is "Capacity to evaluate the corporate state of an organisation and design communication strategies", followed by "Knowledge of and capacity to apply sector-specific software and new digital technologies".
As we can see, the two groups considered that the ability to diagnose the communication needs of a corporation and designing communication strategies consistent with these needs is vital to the exercise of the profession. This is confirmed in the interviews, in which academics highlight its significance: "[It is important for graduates to possess] the capacity of knowledge of the environment, especially about the communication problems affecting clients" (Interviewee #1, university professor)
A university administrator noted the importance of this knowledge, but at the same time remarked that it needs to be updated in accordance with the new digital environment: "Among the new capabilities I would include to continue being strategic, reviewing content strategies, but also working online and offline communication in a coordinated way." (Interviewee #2, University professor and administrator).
However, the surveyed professionals put this disciplinary knowledge above the correct use of native languages and the English language, which is also a key knowledge for the professional exercise of the communication professional.
The surveyed academics give a notable importance to the knowledge of specific software and new ICTS. The group of professionals also highly values this disciplinary knowledge, but it is not a priority for them. This fact is unique because, as noted, it is usually the professional sector which requires higher degree of updating in new technologies training. In addition, some professionals highlight the need to possess this knowledge, among others: "[For this profession it is necessary] to have a background on visual and advertising references, agility and ability to work in a team, a creative mind, and the skills to use design software for graphic creation" (Interviewee #3, art director)
The same interviewee also mentioned he completed a postgraduate course in user experience, because for him this is an approach increasingly present in any digital project.
Taking into account these findings, it could be considered that some professional profiles need most urgently the competencies related to the use of ICTS and specific software, even if their emergence has changed professional work routines across all industries. This conclusion also appears in some of the interviews:
"Practically all profiles are transformed by technological evolution, but mainly the specifically technical profiles. However, the decrease in costs has made that profiles that were previously not so tied to technology now have to perform technical tasks." (Interviewee #4, audiovisual post-producer)
There are, however, also some interviewees who consider that these areas of technological knowledge lead to more general profiles, where digital competencies are transversal across the profession:
"To the extent that the final consumer is becoming more digital, the entire communication process will become more digital too. All professionals, from accountants to creative directors, passing by the planner, the communication director, or the web developer, must have some digital knowledge, at least basic. Consumer demand digital content, and it is impossible to give it to them if the members of the company do not understand or know how to do it". (Interviewee #5, strategic planner) "The sector moves towards transversality and non-specialisation. Limiting the professional tasks depending on the role of each profile makes it difficult to have a global vision of the project that we are working on (...). The sector is immersed in the digital environment and it is essential for its professionals to do the same. For the development of a communication strategy, it is important for everyone involved to have digital expertise. Digital contents must be present throughout the process to find a solution in line with the market trend." (Interviewee #6, media planner)
The surveyed professionals and academics agree that the disciplinary knowledge of least importance is "knowledge of the history, evolution and social relevance of photography, cinema, radio, television and the Internet", followed by "Knowledge of the historical evolution, psychological communication processes, theories and models".
The surveyed academics also consider as little relevant the "knowledge of the economic and social aspects of advertising and public relations companies: labour relations, legal, fiscal aspects, marketing and finance", and the "Knowledge of the methods of creative thinking (schools, methods and techniques), message-creation processes and their analysis".
Thus, both groups consider that there are other areas of knowledge that are more important than those related to the history and theories of communication. Given this result, we can sense a tendency to understand advertising in a professional manner rather than as an object of theoretical study.
In fact, this result also appears indirectly in interviews. When respondents were asked which of the competencies that they learned during their BA degree had been most useful, several said that the degree programme helped them become familiar with the sector (theoretical content), but that it was not until they are exercised the profession that that knowledge had a practical application: "The truth is that the degree programme gave me a basis to understand the sector, know how it works, but where I really acquired competencies was in the workplace (...). In other words, the degree programme gives you a conceptual framework of the world of communication, and it is in the workplace where you develop these academic areas of knowledge in competencies." (Interviewee #5, strategic planner) Finally, there are some competencies that received high scores among respondents, such as "Knowledge of the media's structure and main platforms and formats" and "Knowledge of the media's advertising processes, organisational structure, operation and management", but one of the interviewees remarks that this knowledge has changed since he studied a BA in advertising and public relations:
"What I learned in the BA and is currently changing is the operation of the agencies, the new advertising formats, and the emergence of new professional profiles." (Interviewee #3, art director) With regards to professional competencies, Table 2 shows how both surveyed groups coincide in their scores. On the one hand, the most valued competencies are: "Learn autonomously and adapt to changes," and "Set the communication plan: objectives, target audience, strategies and budget control".
Professional competencies (know-how)
The group of professionals valued a little higher the capacity to learn autonomous and adapt to changes (an average of 4.64 vs. 4.57 among academics), which was expected bearing in mind that, as mentioned, there is some perception that university education in the field of advertising is insufficient and that part of the learning must be assumed by individuals autonomously.
In interviews, continuous learning and self-training and adaptability are also constants, although this competence is mixed with motivational and personal aspects: "[The most important aspect for the development of my profession is] continuous learning and motivation in the workplace (...). The key is to want to work, not to be afraid of change and be willing to break the bases of your professional competencies. It is more a matter of attitude than anything else." (Interviewee #7, community manager) "If you have a vocation to evolve and introduce digital innovations in your day to day, you do it. But if you don't consider it relevant for your day to day, you don't do it. I know account managers who are very tech savvy, and advertising creatives who won't do more than graphics... Everything depends on the desire to innovate and adapt to the current situation." (Interviewee #5, strategic planner) "The advertising and communication sector must be always constantly updated and adapted. I think that my experience or level of specialisation improves and increases always that I learn or integrate new knowledge to my work. The need to be up-to-date for me is something very positive; all the knowledge I acquire I can apply it later in my proposals, client relations and the services the agency offers." (Interviewee #8, account manager)
As we can see in the interviews, in most cases the updating of professional profiles to adapt to the changing environment is perceived as a completely personal aspect, and the role of professional training and higher education in Spain is ignored. Unfortunately, there is no information on whether this perception is due to the inefficiency of the education system or due to other reasons.
The competence related to the communication plan is in line with the disciplinary knowledge "Evaluate the corporate state of an organisation and know and design communication strategies". Thus, it can be considered that for the respondents the assessment and design of communication strategies are basic competencies for the practice of advertising.
The competence "Assist, advise and help clients, continuously, during and after the execution of their communication actions" did not obtain one of the highest scores but, as it has been observed in Figure  2 , it is a capacity positively valued by the surveyed professionals. This is confirmed in interviews, where several professionals and university managers emphasise its importance: "For me personally, I would stress finding the point of balance between the client and the agency. Therefore, getting to know the client in depth (the brand in general, background, new strategies, etc.) and, at the same time, safeguard the interests of the agency." (Interviewee #8, account manager) "It is important to know how to react to a problem, but it is more important to anticipate it. Being able to propose alternatives to the client, and keep them informed of the latest developments in the market and going beyond responding to his requests" (Interviewee #6, media planner)
The two groups also agree on what are the least important competencies. On the one hand, we have "Adjust the quantity and quality of sound, light and colour during the production process" and "Use animation techniques and special effects". As mentioned, these are technical competencies, so specific that they are often needed in very specific moments of the professional routine and for which there are other specialised professional profiles, not necessarily with training in advertising. Professionals consider it is "Ability to search and manage information in a digital environment" and the "Ability to adapt to organisational objectives and culture", i.e., competencies related to expertise and control of the environment, which in turn has been defined as changing and complex. This result could be symptomatic of how professionals perceive their profession, as one of the interviewees points out: "(We have to have the) ability to adapt. In the end, we make tailored suits." (Interviewee #4, audiovisual post-producer)
Academic competencies
The surveyed academics consider that the most important competence is "Present properly research results in oral, written, audiovisual or digital manner" and "Ability to structure complex knowledge in a coherent way and interact with other disciplines". As we can see, these competencies are related with communication skills and associative thinking, although the second is perhaps more stimulated during the university stage than during the rest of the professional life. However, in the interviews we can see that some professionals also consider to be important the competence related to communication skills: "(The most important competences in my profession) are communication and writing aspects" (Interviewee #9, market researcher) "At the level of aptitudes, and focusing on my account profile, I think that writing skills are increasingly in-demand as competence. In many agencies the accounts manager himself is responsible for the functions of the community manager and also for the development of new proposals, and that is why good writing and creativity are so in-demand." (Interviewee #8, account manager) Interviewees even say they have acquired this competence during the BA programme in advertising and public relations, which would confirm that the most fundamental aspects of the profession have not changed: "Teamwork, justify every decision or an idea, and learn how to present it in public are some of the competencies that I learned during the BA programme." (Interviewee #6, media planner) Unlike the highest ranked competencies, there is consensus across the groups with regards to what are the least important competencies for the exercise of the profession. Professionals and academics consider that the competencies "Knowledge of theories, methods, languages and problems of audiovisual communication" and "Knowledge of the didactics of the disciplines of information and communication" have a medium degree of importance (scores around 3 on the Likert scale). As mentioned in the introduction, there appears to be certain reservations regarding those competencies related to the theoretical content of the profession, although this suspicion is relative, since the valuation of these competencies is slightly positive. Even though the group of specific competencies has obtained the highest evaluation as a whole (all with an average score above 4), as we can see in table 4, the groups of respondents differ on what are the most important competencies.
Specific competencies
On the one hand, for professionals the most important competencies are (in order of priority): "Capacity to work in a team in different environments, communicate personal ideas and become part of a common results-based project, without losing autonomy, preserving one's own identity and values", followed by "Knowledge of how to manage time and organise tasks", "Capacity to adapt to technological, business and organisational changes", "Capacity to make decisions in situations of uncertainty, assuming risks and responsibilities" and "Capacity for critical analysis, synthesis and judgement. Knowledge of how to relate causes and effects".
These competencies are often intertwined in the professional routines, as we can observe in the statements of some of the interviewees about their professional profile in particular:
"It is important to know how to react to a problem, but it is more important to anticipate it. Being able to propose alternatives to clients and keep them informed of the latest developments in the market and go beyond responding to their requests. We work under a lot of pressure and with very tight timings, so it is essential to have the capacity for organisation, multitasking and prioritising. My day to day also involves being in constant contact with many people, from my team, other departments of the agency and from third-party providers. Thus, for a project to be successful, it is essential to have predisposition to cooperate and work together with all of them." (Interviewee #6, media planner) "You have to correctly receive all relevant information from clients, synthesise it and be their spokesman within the agency. In this way, we can propose more effective strategies and campaigns. Also, one of the main characteristics or competencies of an account manager is the ability to communicate and become a link between all the departments of the agency and the client. In addition, I would highlight the competencies of organisation and coordination of all teams and the follow-up to the implementation of the campaign and final results." (Interviewee #8, account manager)
These two interviewees, in other moments of the interview, noted that these competencies were mostly acquired during their studies, which would indicate that the connection between company and university is not completely diminished, although that does not imply that these competencies need to be updated: "From the degree programme I learned mainly teamwork and the ability to speak in public. The fact of spending so much time working in group throughout the studies and making oral presentations in front of classmates allows you to internalise habits that will subsequently become competencies in the professional field. Other competencies that are in-demand in the labour sector can be acquired once you are there and based on practice." (Interviewee #6, media planner) "In reference to the account manager profile, the competencies that I learned in my studies and I currently consider relevant in the sector include the ability to receive a great deal of information, synthesise it, analyse it and transmit it properly to the team. The capacity for control, organisation and coordination of all departments is also very in-demand in the sector. Also, the persuasion and even oratory." (Interviewee #8, account manager)
On the other hand, for academics the most important competencies are (in order of priority): "Capacity for critical analysis, synthesis and judgement. Knowledge of how to relate causes and effects", and "Insight, inventiveness and creativity to find effective solutions to new problems". Thus, they agree on the first competence with professionals, and also add creativity, which is the typical characteristic of the sector.
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The competence related to the capacity for analysis, synthesis and critical judgement is also a constant among the interviewed professionals:
"Without a good analytical ability, it is almost impossible to work with the information obtained in the research. To be a good professional in the field of strategy, I think it is basic (...) to know how to decode from what they say what they really feel. Ultimately, analysis is key to delve into the information and extract from it the key ideas that will help you connect the brand with people." (Interviewee #5, strategic planner)
Another constant is creativity, which is a characteristic that respondents considered basic to the exercise of the profession (irrespective of their professional profile in particular):
"From my point of view, it doesn't matter that the planner has found that pearl, that unifying insight of the strategy, if he is not able to make a decision derived from the idea, providing a completely different view of what is being offered. A good analytical and empathic ability does not matter in this case. That is why I think that divergent thinking is a must for a professional of the sector." (Interviewee #5, strategic planner) "Of course, creative ability is the most important thing for my profession." (Interviewee #4, audiovisual post-producer)
In terms of the less important competencies for professionals and academics, the two groups agree that "Equality awareness of individuals, peoples, cultures and respect for international human rights" is the least important competencies (although it has a score of around 4 on the Likert scale), followed by the "Capacity to apply interdisciplinary knowledge to the creation of communicative messages" for professionals, and the "Capacity to act freely and responsibly, assuming ethical references, values and consistent principles" for academics. In fact, none of these competencies appeared as important in the interviews.
Discussion of results
After having presented the results and addressed the three research objectives of this article. We have explored what are the current most in-demand competencies in the sector, as well as the preferences of the two surveyed and interviewed groups: professionals representing the professional sector, and academics on behalf of the academic sector. These preferences have also been linked to factors such as the technological environment and the Spanish higher education system.
The results of this study show similarities to those obtained in previous research in this field, which would add credibility to the results, although there are also some differences.
To begin with, a study carried out by Perlado Lamo de Espinosa and Rubio-Romero (2012) shows that the most in-demand competencies among employers in the communication sector match those that obtained higher scores in the two groups studied in this research: an analytical and strategic insight, the ability to adapt to the environment, flexibility, the ability to manage time correctly, teamwork skills, and capacity for oral and written communication in native and English languages. However, in the areas of marketing, advertising and public relations, for employers the key competencies are those related to online marketing, computer graphics, software such as Excel, photography, graphic design, page design, pre-press and strategic planning processes. As we have seen in this research, these are very specific competencies which generally have a relative weight with respect to the overall results since they are expected to be assumed by more technical profiles (except for the case of strategic planning, whose importance is highly ranked by the groups of the sample).
Something similar occurs in the study of Correyero Ruiz and Baladrón Pazos (2010) , which identifies analytical ability, leadership skills, communication skills and creativity as core competencies, but also demands a deep knowledge of the Internet, mastery of 2.0 tools and knowledge of different channels, SEO skills and interest in the behaviour of internet users. In this case, however, we see that the new competencies are not so technical (although they are specific) but are related directly to the need to respond to an essentially digital environment, and this has been identified in the present research, especially in the interviews.
This trend is also found partially in regional case studies. For example, a study of Basque professionals (Monge Benito & Echebarria Gangoiti, 2016) indicates that creativity and strategic planning are competencies that have retained their great importance over time, but that in the last 6 years there has been an increasing interest in competencies related to digital marketing. In fact, this is the main area of expertise in which Basque professionals intend to develop. This is not the case of the study carried out by Col·legi de Publicitaris i Relacions Públiques de Catalunya (2016), which found out that among the competencies expected from professionals from the sector those related to the digital environment and ICT do not stand out, but still include timeless and specific competencies in the profession, such as: capacity of adaptation, reaction and proactivity, creativity, ability to communicate orally and in writing, and capacity for teamwork and organisation, among others.
There are also recent studies that focus on the demand for competencies in specific professional profiles, like the communication manager Sotelo González, 2016) , and creative director (Perlado Lamo de Espinosa & Rubio-Romero, 2015; Toledano Cuervas Mons et al., 2016) . Despite these are more specific enquiries, the competencies related to the communication strategy, creativity, analytical capacity and knowledge of the digital system and technology emerge once again.
A key result in this article is the prioritisation given to the professional competence "Learn autonomously and adapt to changes" in both groups, which was also detected in similar studies. The rise of this competence could be due to the changing digital environment, the economic crisis and, even, as a result of the new European Higher Education Area (EHEA), because as Castelló Martínez (2012) points out: "The EHEA places much more importance on self-learning, self-employment and the use of information and communication technologies, promoting the "learning to learn" (p. 5). Whatever the case, the demand for communication professionals to receive continuous training seems to be consolidating, since a changing environment implies continuous recycling (Sotelo González, 2016; Toledano Cuervas Mons et al., 2016) .
This result is related to a debate present in the current literature on whether the sector is moving towards extreme specialisation (Del Río Pérez & Kaufmann, 2014; Schultz, 2016) or towards more general professional profiles (Soler Rojas & Aguilar Gutiérrez, 2009; Sotelo González, 2016; Toledano Cuervas Mons et al., 2016) . In fact, this controversy has already appeared in an indirect way in some of the interviews. Whatever it is, in both cases it becomes evident that professionals need to acquire new knowledge and competencies to deal with the digital environment.
To conclude with the discussion of the results, and despite the constraints of the inductive method used in this research and in the study by ANECA (see Bolívar, 2008) , this research opens the door to future research. On the one hand, and following the line of ANECA, it would be interesting to include a group of students to see what relations exist between their preferences in competences and the preferences of the other two sectors studied here -professional and academic-, as well as the digital context in which the sector is submerged. In addition, it would be a key group to analyse the level of updating of BA degree programmes in advertising and public relations in Spain.
On the other hand, surveys have shown that, especially when we talk about competence, the capacity to "learn autonomously and adapt to changes", both professionals and university faculty and managers often make reference to the personality and motivation of individuals. This denotes a lack of emotional competence (both personal and social) in the sample. Some social competencies appear indirectly through other competences under study here, such as communication skills, teamwork, negotiating skills, stress tolerance, and leadership, but there are others that are not referenced to directly, such as empathy, assertiveness, and the ability to influence. Personal competencies such as self-control, selfawareness, self-motivation, self-reliance, self-esteem, and self-regulation are neither mentioned, except for the capacity of adaptability. In line with the work of Del Henar Sánchez Cobarro and Peña Acuña (2016), it would be desirable to study this type of competencies specifically in the advertising field.
Conclusions
The emergence and consolidation of the Internet and ICTS has completely changed the advertising industry, from both the communicative and organisational points of view.
Albeit with difficulties, the group of professionals seems to be more quickly adapting to the new demands of the industry, but the group of university faculty and managers seems resistant to change, which affects the entire labour system in this sector.
In Spain, BA degree programmes in advertising and public relations are based on the guidelines set by ANECA in 2005 but given the social and technological changes of the last few years, it is evident that it is necessary to review the status of the specific competencies in the sector and determine what new competencies have emerged. To do this, it is necessary to study the two key groups in this process: professionals on and academics.
The results show that the two groups agree on what are the most important disciplinary knowledge areas: those related with the ability to diagnose the communication needs of a corporation and design communication strategies consistent with these needs, which are characteristic and timeless competencies of the profession.
Knowledge of specific software and new ICTS has proved to be valued as more important by academics than by professionals, which is surprising considering that the demand for new competencies comes from the latter group. The emergence of this disciplinary knowledge reopens the eternal debate on whether the advertising industry is moving towards extreme specialisation or transverse professional profiles, although the results of this study seem to point towards the second option.
Both groups consider that the least important areas of knowledge are those related to the history and theories of communication, which reflects a tendency to understand advertising in a professional manner rather than as an academic discipline. On the other hand, interviewees stated that much of the contents learned during the bachelor's degree are of this type, and that they do not perceive them as functional.
In terms of the professional competencies, both groups agree on the importance of autonomous learning and the capacity to adapt to changes, which could be provoked by the immersion of the sector in a changing digital environment yet to be fully understood. For interviewees, this competence tends to be associated with motivational and personal aspects as if the need to adapt to this new environment were a personal choice and not a deficiency of the Spanish higher education system.
The competencies related to strategic communications planning and client relationship, which are characteristic of the profession, and therefore timeless, are also positively valued.
The least valued professional competencies are technical in nature, and so specific that they are often needed at very specific times of the professional routine and are associated to other specialised professional profiles and not necessarily with training in advertising.
In terms of academic competencies, professionals value more the competencies related to the expertise and control of the environment, which has been defined as digital, changing and complex, while academics consider as more important those competencies related with communication skills and associative thinking, which are characteristic of degrees in advertising and public relations.
Unlike the highest valued academic competencies, there is consensus among the surveyed groups regarding what are the least important competencies for the exercise of the profession: those related to the theoretical content of the profession, which is in line with the results obtained in disciplinary knowledge.
The specific competencies have been valued very positively by all the respondents (all with an average score above 4), and interviewees stated that all of these competencies were acquired during their BA programme. This indicates that the connection between company and university is not at all diminished, although this does not imply that the degrees in advertising and public relations should not be updated.
These results confirm the fact that the industry is changing and that there are some competencies that take more prominence in an environment marked by uncertainty and new technologies, which should be translated somehow to the Spanish higher education area. 
Conocimientos disciplinares (saber).
Valora el grado de importancia de las siguientes competencias para el desempeño de tu presente o futura ocupación en el campo de la comunicación.
Conocer la evolución histórica, los procesos, teorías y modelos psicológicos de la comunicación.
-
Conocer y aplicar los softwares específicos y las nuevas tecnologías digitales al sector.
Conocer y aplicar los recursos, métodos y procedimientos para construir y analizar relatos audiovisuales.
Conocer la historia, evolución y relevancia social de la fotografía, cine, radio, televisión e Internet.
Evaluar el estado corporativo de una organización y conocer y diseñar estrategias de comunicación.
Conocer las estructuras organizativas y aplicar las técnicas, procesos de creación, producción y difusión audiovisuales en sus diversas fases.
Conocer los aspectos económicos y sociales de las empresas de publicidad y relaciones públicas: aspectos jurídicos, fiscales, relaciones laborales, mercado, financiación.
Usar correctamente las lenguas propias y el inglés aplicadas al sector.
Conocer la ética y deontología profesional así como del ordenamiento jurídico del sector.
Conocer la estructura de los medios publicitarios: características, tipologías y problemáticas.
Conocer los métodos y técnicas de investigación y análisis del sector.
Conocer el funcionamiento de un departamento de comunicación, su dirección y gestión del conocimiento y de los intangibles.
Conocer la evolución y el impacto social de las tecnologías de la información y de la comunicación contemporáneas.
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Conocer las teorías sobre la publicidad, las relaciones públicas y la comunicación corporativa.
Conocer los métodos del pensamiento creador (escuelas, métodos y técnicas), los procesos de elaboración de los mensajes y su análisis.
Conocer los parámetros históricos, políticos, económicos, culturales y estéticos de las sociedades y su influencia en la comunicación.
Conocer los procesos de marketing y sus técnicas específicas: posicionamiento, segmentación, procedimientos de análisis y medición de la eficacia.
Conocer los procesos publicitarios, la estructura organizativa, el funcionamiento y la gestión de la empresa de comunicación.
Competencias profesionales (saber hacer).
Recuperar, analizar y procesar información para difundirla.
Organizar y gestionar los recursos técnicos.
Gestionar estratégicamente la imagen corporativa de una empresa, añadiendo valor a sus productos y servicios.
-
Analizar las estructuras, contenidos y estilos de la programación televisiva y radiofónica.
Aplicar las técnicas comunicativas en los distintos medios y soportes interactivos multimedia.
Utilizar datos y estadísticas de manera correcta.
Programar y optimizar páginas web (SEO y SEM).
Ajustar las cantidades y calidades del sonido, la luz y el color durante el proceso de creación.
Escribir con fluidez, textos, escaletas o guiones.
Buscar, seleccionar y sistematizar cualquier tipo de documento audiovisual en una base de datos.
Montar materiales sonoros y visuales conforme a una idea utilizando técnicas narrativas y tecnológicas necesarias.
Aprender de manera autónoma y adaptarse a los cambios.
Crear contenido para distintos soportes y controlar la continuidad del discurso narrativo a través de ellos.
Diseñar los aspectos formales y estéticos en medios escritos, gráficos, audiovisuales y digitales.
Capacidad para recrear el ambiente sonoro de una producción audiovisual o multimedia atendiendo a la intención del texto y de la narración.
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Establecer el plan de comunicación: objetivos, público objetivo, estrategias y control del presupuesto.
Idear, planificar y ejecutar proyectos comunicativos.
Crear, desarrollar y supervisar elementos gráficos, imágenes o textos de un modo creativo.
Atender y asesorar al cliente, asistiéndole de manera continuada antes, durante y después de la realización de sus acciones de comunicación.
Usar técnicas de animación y efectos especiales.
6. Competencias académicas. Valora el grado de importancia de las siguientes competencias para el desempeño de tu presente o futura ocupación en el campo de la comunicación.
Identificar temas de investigación relevantes, definirlos y utilizar apropiadamente las fuentes para contribuir al conocimiento en el área de la comunicación.
Capacidad de adaptarse a los objetivos y cultura organizacionales.
Estructurar el conocimiento complejo de manera coherente y saber interrelacionarlo con otras disciplinas.
Asumir el liderazgo en proyectos que requieran recursos humanos y presupuestarios, gestionándolos eficientemente y asumiendo los principios de la responsabilidad social.
Conocer teorías, métodos, lenguajes y problemas de comunicación audiovisual.
Entender e interpretar de manera crítica un entorno comunicativo complejo.
Saber evaluar las producciones mediáticas.
Conocer la didáctica de las disciplinas de la información y comunicación.
Exponer adecuadamente los resultados de la investigación de manera oral, escrita, audiovisual o digital.
Buscar y gestionar la información en un entorno digital.
Competencias específicas 7. Valora el grado de importancia de las siguientes competencias para el desempeño de tu presente o futura ocupación en el campo de la comunicación -Capacidad para el análisis objetivo de la realidad y extracción de consideraciones válidas.
Saber gestionar el tiempo, y organizar las tareas.
Trabajar en equipo en distintos entornos, comunicar las propias ideas e integrarse en un proyecto común destinado a la obtención de resultados, sin perder autonomía, conservando la propia identidad y valores.
Adaptarse a los cambios tecnológicos, empresariales u organigramas laborales.
Transmitir conocimientos y avances a la mayoría no especializada de manera comprensible y eficaz.
Conciencia igualitaria sobre las personas, los pueblos, las culturas y respeto por los derechos humanos internacionales.
Tomar decisiones en situaciones de incertidumbre, asumiendo riesgos y responsabilidades.
Capacidad de análisis, de síntesis y juicio crítico. Saber relacionar causas y efectos.
Actuar en libertad y con responsabilidad, asumiendo referentes éticos, valores y principios consistentes.
Perspicacia, ingenio y creatividad que permita hallar soluciones eficaces a problemas inéditos.
Autoevaluarse de manera crítica y corregir los errores cometidos.
Conocimientos interdisciplinarios aplicados a la creación de mensajes comunicativos. 
